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Abstract. This research aims to analyze the effect of convenience and self-efficacy on 

the consumption experience, including the mediating effect of emotion. Data used in 

this study are primary data obtained by questionnaires of 300 respondents. The sample 

collection techniques use purposive sampling. Validity and reliability are used for the 

instrument tests and structural equation modelling (SEM) is used for hypothesis testing. 

The result shows that there are positive effects of convenience and self-efficacy on the 

consumption experience, and emotion can have a positive mediation effect.  
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1 Introduction   

Mobile commerce (m-commerce) is a relevant service. The concept of e-commerce is quite developed 

among information technology (IT) innovations (Kleijnen et al., 2007; Ko et al., 2009). E-commerce benefits 

the producer, the consumer, and the retailer. Mobile commerce is a part of e-commerce; it describes the e-

commerce activities that are controlled in full or in part on wireless states such as: mobile phones, PDAs, 

tablets, and notebooks,. (Turban, Efraim, King, Lee, and Viehland, 2004). The presence of mobile networks, the 

increased use of wireless devices, and the security of mobile payments have resulted in increased use of 

handheld devices in utilizing m-commerce. In m-commerce, users easily transact online without having to go to 

a brick and mortar store. Consumers enjoy the ease and services provided by companies with m-commerce 

services (Rainer and Cegielski, 2007). Today’s shopper interacts through the virtual world with sellers that aim 

to understand and meet their needs easily, quickly and efficiently.  

Consumers shopping directly or online perceive benefits in product quality and prices that are not only 

determined by a utilitarian approach to satisfy basic needs but also through a hedonistic approach that is a 

lifestyle that considers that shopping not only because the fulfillment of the needs of every consumer. However, 

more because of factors that can bring pleasure, satisfaction, prestige that can be provided by service providers 

through the creation of convenience in shopping using intermediary media such as gadgets in operationalizing 

online shopping activities. Competitive pressure means that practitioners studying consumer behavior need 

effective methods to help analyze consumer preferences and choices in using m-commerce services. 

Previous research on consumer behavior suggests that rational and utilitarian decisions are very important 

factors in m-commerce. Characteristics of m-commerce, such as system quality, facilities, trust, and mobile 

comfort have been adopted in m-commerce research (Choi et al., 2008; Kleijnen et al., 2004; Lu et al., 2008). 

Recently, studies have begun exploring hedonistic factors, such as visual aesthetics and fun that affect the users' 

experience (Ko et al., 2009; Li and Yeh, 2010; Turel et al., 2010). Utilitarian factors are attributes related to 

utilitarian consumer considerations and hedonic factors refer to elements that satisfy the pleasure or wishes of 

consumers (O'Brien, 2010). Both factors combine in the emergence of a philosophy that places great emphasis 

on the consumer's experience of seeking pleasure and satisfaction (Holbrook and Hirschman, 1982b, Davis, 

2010). In contrast to utilitarian consumption, the basis of hedonic consumption in the development of services or 

consumption processes, often followed by significant emotional changes in behavior (Hoffman and Novak, 

1996, Holbrook and Hirschman, 1982b). Customers can experience a fun experience through mobile 

communication as a form of individual expression. Therefore, it is important to understand m-commerce from 

an experience perspective, which highlights the importance of emotion in the user experience. 

The purpose of this study is to explore the role of emotion in the consumer consumption experience in the 

context of m-commerce from an experiential point of view. This study looks at the experience aspect of m-

commerce regardless of consumption type. Understanding customer considerations can guide managers in 

developing strategies for m-commerce. This study is composed as follows. Next is a brief overview of previous 

research related to m-commerce that provides a theoretical foundation for the research. The next section 

Advances in Social Science, Education and Humanities Research, volume 426

3rd International Conference on Vocational Higher Education (ICVHE 2018)

Copyright © 2020 The Authors. Published by Atlantis Press SARL.
This is an open access article distributed under the CC BY-NC 4.0 license -http://creativecommons.org/licenses/by-nc/4.0/. 162



presents the research model and proposes a hypothesis to be tested to know and interpret the behavior and
attitudes of consumers in using m-commerce services, determine their consumption type, and understand the
role of consumer experience on the use of m-commerce. The fourth section presents the Results and Discussion
and the last section is the Conclusion and Managerial Implications.

2.  Literature Review

2.1 Convenience

Convenience can be interpreted as the comfort of a person in using a tool or an object. In m-commerce,
convenience is measured through consumer perceptions of the effort and time involved in utilizing an m-
commerce device or application (Berry et al., 2002). Comfort is one of the most important factors in the success
of m-commerce (Kim et al., 2010; Xu and Gutierrez, 2006). Convenient delivery of customer satisfaction and
value is a must in a dynamic competitive service. Failure to provide comfort can result in costly customer losses
and future revenue flows to compensate for the losses (Reichheld and Teal, 1996).

Technological advances have led consumers’ desires to conduct business more easily (Berry, 1979; Gross,
1987; Seiders et al., 2000). To satisfy consumers’ desire for convenience (Lovelock, 2001; Dabholkar et al.,
2003) and to minimize potential customer losses (Keaveney, 1995), service providers use methods such as
Internet commerce, live chats, and mobile telecommunication services. Increasing convenience for consumers
means an organization also must make a significant investment in offering products and services.

2.2 Self-efficacy

The concept of self-efficacy was first proposed by Bandura. Self-efficacy refers to perceptions of an
individual's ability to organize and implement actions to display certain skills (Bandura, 1986). Baron and Byrne
(2000) suggest that self-efficacy is an individual's judgment of his ability or competence to perform a task,
achieve a goal, or produce something. In addition, Schultz (1994) defines self-efficacy as one’s sense of
adequacy, efficiency, and the ability to cope with life.

Self-efficacy affects everyone in choosing activities. Consumers with low self-efficacy may avoid very
difficult services, especially services that have complex requirements. Conversely, consumers with high self-
efficacy are more confident and want to understand and seek services they fit their needs. Bandura adds that
self-efficacy lies at the center of cognitive social theory, which emphasizes observational learning and social
experience in personality development. Users with higher self-efficacy tend to experience more types of
communication media and functions.

2.3 Emotion

Emotion is the heart of the user experience; it affects how users plan to interact with products, how they
perceive them, and the outcomes of their interactions (Forlizzi and Battarbee, 2004). Researchers can interpret
users’ experience and emotions through interaction (Forlizzi and Battarbee, 2004). Emotions refer to emotional
responses that give rise to attitude during product use (Gupta and Kim, 2007). Consumers’ emotional responses
(such as pleasure) may affect their intention to use a product. Evidence shows that emotion has an important role
in adopting the use of technology. Given the network externalities, consumers’ perceived enjoyment is essential
to their adopting technology (Dickinger et al., 2008).

2.4 Consumption Experience

To understand consumer experience, we must realize that consumers are trying to achieve some goals by
buying and using certain products or services (Ratneshwar et al., 2000). Jones (1999) points out that many
consumers have certain tasks in mind when going shopping. Verhoef et al., (2009) show that customer
experience is made not only by elements that the retailer can control (e.g. face-to-face interactions, price
variations) but also from elements outside the retailer's control (e.g. other people, choice of shopping
destination). They also suggest that goals affect how consumers understand the environment and its individual
elements, their spending behaviors, and their satisfaction with the shopping experience. Their goals have an important
role in planning and understanding the customer experience in retail context.

The experience of consuming can be felt when consumers first use products and services, so it can be seen
whether the visible satisfaction from consumers or not to the products and services used. In the post-purchase period,
consumers can assess their own satisfaction, which may affect their decisions in the future. Codeluppi (2000)
considers that pleasure comes from experience, not from purchasing a product or service. Consumption experience
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can be discovered from consumers’ reactions after using a product (Holbrook and Hirschman, 1982b). M-commerce
faces different characteristics with each user, so its approach must consider the form of interaction.

2.5 Hypothesis

Several studies have proved that convenience and emotion have a positive influence on each other (Min Li
et al., 2011). Purchase convenience is increasingly important to customers. This phenomenon has driven the
development of convenience in goods and services that motivate consumers to make purchasing decisions
(Gupta and Kim, 2007). The continuous increase in consumer demand for convenience has been attributed to
socio-economic changes, technological advances, more competitive business environments, and opportunity
costs (Berry et al., 2002). This leads to the first hypothesis.

H1: Convenience has a positive influence on emotion in m-commerce use.

Self-efficacy is believed to affect a person's mind-set and emotional reactions, especially in regulating
emotions when experiencing a threatening or difficult situation (Bandura, 1997). Users with high self-efficacy
tend use more types and functions of a communication medium; whereas, low self-efficacy users can be
restricted in their communication media. User experience in an m-commerce service tends to be more fun and
lead to a sense of satisfaction. Empirical evidence of a causal relationship between self-efficacy and behavioral
intentions, mediated by utilitarian perceptions (perception of ease of use), has been demonstrated in the context
of wireless financial products (Luarn and Lin, 2005). This leads to the second hypothesis.

H2: Self-efficacy has a positive effect on emotion in m-commerce use.

Emotion is the heart of the user experience, and affects how consumers plan to interact with products, how
they perceive them, and the outcomes of their interactions (Forlizzi and Battarbee, 2004). Researchers interpret
users’ experience and emotions through interaction (Forlizzi and Battarbee, 2004). Communication makes an
experience enjoyable when consumers start to express their feelings and moods in different ways. In terms of
social orientation, user consumption can bring a pleasant experience and play an important role, perhaps through
the adoption of trends and fashions (Haytko and Baker, 2004). People tend to engage in recurring behaviors
from their positive past experiences; consequently, if users have a positive experience with m-commerce
services, they keep using the service. Evidence suggests that emotions have an important role in the adoption of
technology (Dickinger et al., 2008). This leads to the third hypothesis.

H3: Emotion has a positive influence on consumption experience

The conceptual framework in this research can be seen in detail in Figure 1 below.

Fig. 1. Conceptual Framework

3. Methodology

3.1 Research Approach and Design (Quantitative)

This research refers to Min and Dong (2011). The design of this study is a survey that aims to test the
hypothesis about the effect of convenience and self-efficacy on consumption experience, mediated through
emotion. The research method is using quantitative structural equation model (SEM) method that focuses on

Convenience

Self-Efficacy

Emotion Consumption
Experience

H1

H2

H3
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hypothesis testing by using measured data to draw a conclusion. SEM is a statistical technique that allows
testing of a series of relations simultaneously. The relationship is built on one or more independent variables.
This research is cross sectional. The analytical unit is an individual who has experienced using m-commerce as
a medium of information and transactions in Jakarta, Indonesia. Data come from questionnaire responses. Users
are asked about their experience in using m-commerce in daily life and whether or not they are satisfied in using
m-commerce.

3.2 Variables and Measurements

Table 1 shows the variables used in this study. It contains a matrix of variables and measurements, namely;
(1) the independent variables of convenience and self-efficacy, (2) the dependent variable of consumption
experience, and (3) the intervening variable of emotion.

Table 1. Matrix Variables and Measurements

Variable Items Source

Convenience

1. M-commerce services can provide comfort for not wasting
much of my time.

2. M-commerce services can provide convenience because it
can provide ease in accessing what I want.

3. M-commerce services can provide convenience because it
can be used anytime.

4. M-commerce services can provide convenience because it
can be used anywhere.

5. M-commerce services can provide comfort because the phone
is always there near me.

Gupta and Kim,
2007; Kim et al.,
2010

Self-efficacy

1. I can do m-commerce service successfully if I am expert in
using mobile phone to meet my needs.

2. I can do m-commerce services successfully if I feel confident
in using the phone to meet my needs.

3. I can do m-commerce services successfully if I am able to
overcome the instructions given in the use of m-commerce on
my phone.

4. I can do m-commerce service successfully if I have used the
same system before.

Hung and Chang,
2005; Luarn and
Lin, 2005

Emotion 1. In using m-commerce services, I feel: (very unhappy-very
happy)
2. In using m-commerce services, I feel: (very dissatisfied-very
satisfied)
3. In using m-commerce services, I feel access: (very unfree-
very liberal)
4. In using m-commerce services, I use it with: (full awareness-
under influence)
5. In using m-commerce services, I feel: (very unenthusiastic-
very enthusiastic)

Donovan and
Rossiter, 1982
Eroglu et al., 2001;
Eroglu et al., 2003;
Voss et al., 2003

Consumption
experience

1. For the future, I will spend a lot of time in m-commerce
services.

2. For the future, I will invest more money to keep getting m-
commerce services.

3. For the future, I will still use m-commerce.
4. For the future, I will use m-commerce more often.

Holbrook and
Hirschman, 1982

3.3 Research Population

The sample is 300 respondents in Jakarta who have used m-commerce. Non-probability sampling was used,
which is a subjective procedure in which samples are not selected randomly, but rather are selected with certain
criteria. In this case, the probability of selecting the elements of the population cannot be determined because
each element of the population does not have the same chance of being selected as a sample member. The
sampling technique used is purposive sampling or judgmental sampling. Sampling based on consideration is a
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form of selection or withdrawal based on certain criteria (Hermawan, 2009). The respective characteristics
needed to be part of the sample and answer the questionnaire are as follows:

1. Respondents are people who have used m-commerce as a means of buying transactions products or
services.

2. Respondents’ must be older than 17 years
3. Respondents have gadgets that can be used as a means of wireless transactions.

3.4 Validity Test

A validity test is conducted to find out whether all of the research (indicator) variable statements proposed
are valid. Validity refers to the extent to which the measurement scale is capable of measuring what should be
measured (Nazir, 2003). Understanding valid in the validity test is if the item statement submitted to measure
the research variables is declared eligible to be a statement in measuring research variables. The analysis tool for
the validity test is a Pearson correlation, with the help of SPSS 11.5 software. The basis of a decision-making
validity test is as follows:

If the p-value is equal to or greater than 0.05 then the item statement is valid

If the p-value is less and 0.05 then item statement is invalid

3.5 Reliability Test

According Sugiono (2005), reliability in a series of measurements or a series of measuring tools is
consistent with repeated measurements. The reliability test of each construct used in this study used the
Cronbach’s alpha method with the help of SPSS 11.5 software. Cronbach’s alpha is a reliability coefficient that
shows how well items in a set are positively correlated with each other. An acceptable Cronbach's alpha
coefficient is more than 0.60 (Nazir, 2003). The decision-making reliability test can be summed up as follows:

If the Cronbach's alpha coefficient is equal to or greater than 0.60, then the statement in the questionnaire
is worth using (the construct is reliable)

If the Cronbach's alpha coefficient is less than 0.60, then the statement in the questionnaire is not worth
using (the construct is unreliable).

Table 2. Shows a matrix of the Pearson correlation and Chronbach’s alpha tests of validity and reliability.

Table 2. Matrix of Correlation and Reliability

Constructs and indicators Pearson Correlation Cronbach’s alpha Decision
Convenience 0,8755 Reliable

c1 0,814 Valid
c2 0,837 Valid
c3 0,842 Valid
c4
c5

0,825
0,782

Valid
Valid

Self Efficacy 0,7936 Reliable
se1 0,788 Valid
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Constructs and indicators Pearson Correlation Cronbach’s alpha Decision
se2
se3
se4

Emotion
em1
em2
em3
em4
em5

Consumption Experience
ce1
ce2
ce3
ce4

0,834
0,775
0.749

0,843
0,852
0,784
0,830
0,800

0,833
0,837
0,801
0,860

0,8795

0,8514

Valid
Valid
Valid

Reliable
Valid
Valid
Valid
Valid
Valid

Reliable
Valid
Valid
Valid
Valid

Based on the validity test in Table 2, all variables are declared valid, because the value of the Pearson
correlation on each item statement has a strong influence on the variables tested indicates the above statement
items are valid. In addition, for the value of Cronbach's Alpha on each variable has a value> 0.6 and it can be
said reliable. So, from each variable Cronbach’s alpha can be concluded reliable.

3.6 Data Analysis Method

SEM was used to analyses the relationship or influence between the dependent variable and the independent
variable. Before conducting the overall hypothesis test (the overall fit models), we first measure the conformity
level that the model can describe all the goodness-of-fit relationships. The types of goodness-of-fit
measurements according to Hair, Anderson Tatham and Black (1998) are; (1) absolute fit measures, (2)
incremental fit measures, (3) parsimonious fit measures. Researchers recommend using one or more of each
type of measurement, but the main requirement is to look at the p-value. If the p-value is greater than the alpha
value, the measurement of goodness of fit shows no significant meaning that the measurement is fit. If the p-
value is smaller than the alpha value, the measurement of goodness of fit shows significant meaning that the
measurement is not fit and other measurements should be taken. Goodness of fit used in this research are as
follows:

1. Absolute fit measure

It measures the overall fit model (both structural models and measurement models simultaneously) by
following these criteria:

a. The Like Hood-Ratio Chi Square Statistic

The minimum acceptable significant level is expected to be small, at about 0.05 to 1 at the chi-square level
of measurement. The researchers looked for non-significant differences due to these tests between actual
and predictive matrices. However, if the outcome is less than 0.5 or more than 1, then the test shows there is
not goodness of fit. Chi-square measurements depend heavily on the number of samples, so some
researchers recommend combining this study with other measures (Hair, Anderson, and Black, 1998).

b. Goodness-of-Fit-Index (GFI)

The higher the value of GFI, the better fit in a research model. There is no value that can be used as
reference, but some researchers recommend a GFI of 0.90 or more.

c. The Root Mean Square Error of Approximation (RMSEA)

This is an index that can be used to compensate for chi-square statistics in large samples. The RMSEA
value shows the goodness of fit that can be expected if the model is estimated from the population. RMSEA
can be used when the chi-square value is significant. The value needed for the RMSEA to fit is less than
0.10 (Hair, Anderson Tatham and Black, 1998).
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2. Incremental Fit Measures

The size to compare the proposed model with other models specified by the researchers following these
criteria:

a. Adjust-goodness-of-fit-index (AGFI)

It is recommended that AGFI acceptance rate is greater or equal to 0.90.

b. Tucker-Lewis Index (TLI)

The recommended value should be greater than 0.90.

c. Normed-Fit-Index (NFI)

The recommended value should be greater than 0.90.

d. Comparative Fit Index (CFI)

3. Parsimonious Fit Measures

To adjust the fit measurements to be comparable between models with different coefficients. The criteria
can be set by looking at normed chi-square values (CMIN / DF). The recommended value is lower limit of 1
or upper limit 5.

The method used in this study to test the hypothesis is analyzing the data with a confidence level of 95% (α
= 0.05).

Table 3. Goodness of Fit Model Testing

Type of Measurement Measurement Value Recommended limits Conclusion

Absolute Fit Measures Chi square 701.943 X2 hit < x2 tabel (df=295) Poor fit
p-value 0.000 ≥ 0.05 Poor fit

RMSEA 0.069 ≤ 0.10 Goodness of fit
Incremental Fit Measures TLI 0.867 ≥ 0.90 Marginal Fit

NFI 0.831 ≥ 0.90 Marginal Fit
CFI 0.891 ≥ 0.90 Marginal Fit

Normed chi square 2.437 Lower limit 1, upper limit 5. Goodness of fit

Based on Table 3, on the absolute fit measuring the main requirement of chi square value is not fulfilled;
demonstrated by the chi square value of 701,943 with p-value 0.000 (below 0,05) so it can be concluded that
this model has a poor fit. SEM is very sensitive to the number of samples used in a study, meaning that greater
number of respondents has a better SEM outcome; however, on the other hand, it can cause the value of CMIN
to get bigger so that Ho is accepted in the test of goodness of fit. Therefore, we can see the RMSEA value of
0.069 (less than 0.10). Criteria based on incremental fit measures can be seen from NFI values of 0.831 (≥ 0.90
or near 1), TLI of 0.867 (≥ 0.90 or near 1) CFI of 0.891 (≥ 0.90 or near 1). Thus, the value of NFI, TLI, and CFI
do not mean poor fit, but rather marginal fit, because the value is still tolerable and is in the grey area. Criteria
based on a parsimonious fit measure by looking at the value of normed chi square of 2,437 (fulfilling the lower
boundary 1 and upper limit 5). So, it can be concluded that this model is still declared marginally feasible to be
used as a tool in confirming the theory that has been built based on existing observation data or can be said this
model goodness of fit.

4. Results and Discussion

4.1 Descriptive Statistics

Based on the results in Table 4, convenience has an average value of 3.9567, which means that, overall,
consumers identify a high enough level of convenience on the use of m-commerce. The average value of the
standard deviation of 0.88548 indicates that respondents' answers varied. Self-efficacy has an average value of
3.5333, which means that respondents consider themselves successful in using m-commerce services. The
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average value of the standard deviation is 0.86296, which means the respondents’ answers varied. Emotion
produced an average score of 3.6433, which means that ]overall, in the eyes of the respondent, emotion is quite
important and influential in the continuity of m-commerce use. The average value of the standard deviation is
0.68142, which means the answers of all the respondents varied. Consumption experience has an average value
of 3.4567 which means that, overall, respondents have enough experience in using m-commerce services. The
average value of the standard deviation of 0.86252 means the answer varies.

Table 4. Descriptive Statistics of Convenience, Self-Efficacy, Emotion, Consumption Experience

Variable Mean
Standard
Deviation

Convenience 3.9567 0.88548
Self-Efficacy 3.5333 0.86296

Emotion 3.6433 0.68142
Consumption
Experience

3.4567 0.86252

4.2 Hypothesis Testing

The basis of decision-making hypothesis test is by comparing the p-value with a significant level of 5%
(alpha = 0,05). If p-value < alpha 0.05 then the null hypothesis (Ho) is rejected and If p-value> alpha is 0.05
then the null hypothesis (Ho) fails to be rejected as seen in Table 5.

Table 5. Hypotheses Testing Results

Hypothesized path
Standardized path

coefficient
p-value Decision

H1 : Convenience → Emotion 0.205 0.000 H1 Supported
H2 : Self-Efficacy → Emotion 0.427 0.000 H2 Supported
H3 : Emotion → Consumption
Experience

0.959 0.000 H3 Supported

Hypothesis 1

The first hypothesis examines the effect of convenience on emotion, where the null hypothesis (Ho) and the
alternative hypothesis (Ha) are as follows:
Ho1: Convenience has no positive effect on emotion in the use of m-commerce.
Ha1: Convenience has a positive influence on deep emotion in the use of m-commerce.

Table 5 shows that the p-value on the first hypothesis is 0.000 <alpha 0.05. Thus, H01 is rejected and Ha1
fails to be rejected. The coefficient of 0.205 shows the positive direction between the two variables. This means
the greater the convenience, the higher the emotion. The results of this study are consistent with the results of
previous studies conducted by Gupta and Kim (2007), which suggest that great convenience means that users
can spend less time and effort to get more utility during use. In other words, high comfort has an impact on
positive emotions. Enjoying a longer m-commerce service with little effort is one of the real-life examples that
exist in everyday life.
Hypothesis 2
The next hypothesis examines the effect of self-efficacy on emotion, where the null hypothesis (Ho) and the
alternative hypothesis (Ha) are as follows:

H02: Self efficacy has no positive effect on emotion in m-commerce use.
Ha2: Self-efficacy has a positive influence on emotion in m-commerce use

Table 5 shows that the p-value for the this hypothesis is 0.000 < alpha 0.05, thus H02 is rejected and Ha2
fails to be rejected. The coefficient of 0.427 shows a positive direction between the two variables, which means
the greater the self-efficacy, the higher the emotion. The results of this study are consistent with previous
research results that demonstrate the belief that a person can achieve a goal and is believed to affect a person's
mindset generating an emotional reaction, especially regulating emotions when experiencing a threatening or
difficult situation (Bandura, 1997).
Hypothesis 3

Advances in Social Science, Education and Humanities Research, volume 426

169



The next hypothesis examines the effect of emotion on the consumption experience, where the null hypothesis
(Ho) and the alternative hypothesis (Ha) are as follows:
H03: Emotion has no positive effect on consumption experience.
Ha3: Emotion has a positive influence on the consumption experience.

Table 5 shows that the p-value for this hypothesis is 0.000 < alpha 0.05; thus H03 is rejected and Ha3 is
accepted. The coefficient of 0.959 shows a positive direction between the two variables. This means that the
greater the emotion, the higher the consumption experience. The results of this study are consistent with the
results of previous studies proposed by Wakefield and Whitten (2006) that suggested that high emotions, such as
happiness, encourage a positive attitude that leads to ongoing use of m-commerce.

Online shop service providers need complete information to conducting a product sale through m-commerce
to show interest in the convenience variable. Customer may understand better about the information obtained
from service providers. For self-efficacy variables, marketing managers need to standardize their online web
shops so users can use and understand the entire m-commerce experience. For emotion variables, managers need
to know what customers want and need because each customer has different characteristics; consequently,
managers need to conduct surveys of consumers’ behavior on the current trends of product desires. Lastly, the
variable of consumption experience must be examined by the marketing manager to increase the loyalty of
service providers to customers. One approach to that that can be used is by providing vouchers and gift for
customers which buy product with certain amount of price. The goal is to give a positive impression to
customers in the experience of consuming products and services provided by service providers.

M-commerce offers great flexibility of time and place. However, users may feel frustrated to adapt with the
Internet by many factors, including their mobile devices, the telecom networks, and the application of m-
commerce itself. Mobile devices can save time, effort, and bring high comfort. To satisfy a customer you need
to maintain good communication with them; therefore, it is advisable to add rich information, such as drawings,
expressions and images, refine convenient input methods and develop the infrastructure such as expanding
wireless networks.

5.  Conclusion

Convenience has a positive effect on emotion in m-commerce use because convenience is one of the most
important factors in the success of m-commerce. Users’ convenience depends on every service provided by the
service provider. Customers feel more comfort when using m-commerce services because it requires little effort
and time. Thus, emotions will rise on their own when they feel satisfying comfort. Self-efficacy has a positive
influence on emotion in m-commerce use. Some feel that they can use m-commerce if they have mastered
similar technology before. So, there is positive emotion in feeling digital savvy and succeeding in using of m-
commerce.

Emotion has a positive influence on the consumption experience. Emotion refers to a feeling arising from
experience in consuming a product or service. A happy, joyful, uninterrupted feeling is a positive emotion
shown by m-commerce users. Therefore, if positive emotions are expended in conducting a service, it can
encourage the experience of m-commerce users in a sustainable manner. Thus, it can be concluded that research
contributes to academic knowledge of the effect of the convenience, and self-efficacy on the emotion-mediated
consumption experience.
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